Driven by better- 
than-expected 
subscriber growth 
and a raft of Emmy 
wins, the streamer 
earns its first 
Hot50 crown. 


After sharing the spotlight with perennial category 
champ Netflix in 2021, Disney+ takes the number-one 
ranking solo for the first time. 

From a subscriber growth perspective, the streamer 
beat subscription estimates in every quarter last year. 
During Q4, subscriptions increased by 39% to 12.1 mil- 
lion, bringing the platform’s total subscriber base to 
164.2 million and helping to lift Disney’s overall direct-to- 
consumer quarterly revenue by 8% to US$4.9 billion. 

The company is forecasting profits by 2024, with a rev- 
enue boost expected this year from a new lower-priced 
Disney+ ad tier that launched in December and a price 
bump to the service's existing ad-free tier. 

Creatively, the streamer took home 14 Emmy Awards in 
2021, including seven trophies for The Mandalorian and 
three for WandaVision. 


In upcoming Disney+ content, some notable streamer- 
specific greenlights over the last year include Young Jedi 
Adventures, Lucasfilm’s first full-length animated Star 
Wars series for preschoolers; Out of My Mind, a movie 
spotlighting disability awareness; and Percy Jackson and 
the Olympians, a new live-action fantasy-adventure se- 
ries based on Rick Riordan’s best-selling book franchise. 

The company is also banking on the return of previous 
longtime CEO Bob Iger and his creative-first approach to 
fuel greater optimism. Iger will lead Disney for the next 
two years after a surprise return to the C-suite following 
the November exit of his replacement, Bob Chapek. 

Iger, who steered the company’s move into stream- 
ing, told employees in a December Town Hall that the 
company must shift toward making its streaming business 
profitable rather than upping its subscriber count. 


The US pubcaster is creeping closer to number one on the strength 
of popular new shows and the celebrated end of its longest-running 
animated kids series ever. Since 1996, Arthur's titular aardvark has ad- 
ventured with his friends and family through more than 250 episodes, 
and PBS KIDS marked the beloved show's 25th anniversary with a 
content marathon, including new eps in the final season that revealed 
the characters as grown-ups. Animated preschool series Alma’s 
Way consistently ranked among PBS KIDS’ top-10 shows in stream- 
ing viewership every month, according to the pubcaster, earning it a 
second-season greenlight in August. And new short-form series Jelly, 
Ben & Pogo also performed well, engaging a Filipino-American audi- 
ence with stories infused with Filipino culture. 


The streamer jumped from 10th place on the 2021 list all the way 
up to third following a flurry of series commissions. New animat- 
ed book adaptations include Pretzel and the Puppies (HarperCollins 
Productions) and Get Rolling with Otis (9 Story), while live-action or- 
ders went to projects including Puppy Place (Scholastic), Yo Gabba 
Gabba! (WildBrain) and Amber Brown (Boat Rocker Media). Apple 
also greenlit a new animated preschool series from Spin Master 
based on its popular Sago Mini Friends app. 


YouTube's kids content experienced big viewership increases in 2022, 


earning it a spot on the Hot50 broadcasting list for the first time. 
According to a new report from United Talent Agency, total view- 
ing time for the platform's top 10 kids channels rose by 15% for the 
first six months of the year, and kids content outstripped all oth- 
er genres in YouTube watch time. Among acquisitions and orders, 
YouTube notably signed an exclusive deal with Cyber Group Studios 
for Giganto Club, the French prodco’s first real-time and digital-first 
animated series, and greenlit BI7’s The Big Tiny Food Face-Off. 


Despite missing top honors for the first time in the Hot50’s nine- 
year history, the streamer still had a big year, driven by top-perform- 
ing new shows such as Heartstopper (a Rose d’Or Award-winning 
live-action series spotlighting LGBTQ+ love that was a top-10 hit in 
54 countries); director Jorge Gutierrez’s Annie Award-winning an- 
imated series Maya and the Three; and Ada Twist, Scientist, an 
animated preschool series and NAACP Image Award nominee from 
Chris Nee’s Laughing Wild, Higher Ground Productions, Wonder 
Worldwide and Brown Bag Films. 


The Canadian pubcaster ranked solidly again on the back of new 
show commissions, hires and partnerships. Key moves included 
greenlights for preschool series Mittens and Pants (Windy Isle 
Productions, Thunderbird Entertainment) and Jeremy and Jazzy 
(Vérité Films); the addition of former eOne exec Swin Chang as 
CBC Kids’ newest development and production exec; and the 
launch of Kindred, a partnership with ABC Australia to find and 
fund animated content for preschoolers and tweens. 


TVOKids 


To help bring more exposure to diverse voices, TVOKids commis- 
sioned series from BIPOC-led companies Big Bad Boo (16 Hudson), 
Lopii Productions (My Home My Life) and Pillango Productions 
(Step by Step Let’s Dance). In originals, Curious Crafting and Five 
Ingredients Challenge both debuted in 2022, and TVOKids chan- 
nels launched on smart TV streaming services including Roku and 


Apple TV, expanding the network's digital-first efforts. 


Nickelodeon 


The ViacomCBS-owned cablenet leaned into viral talent, sports and one of 
its most iconic shows last year. Leveraging its Slime Cup brand, Nick green- 
lit new hour-long golf special Nickelodeon Slime Cup, ordered more NFL 
Slimetime content, and broadcast Nickelodeon NFL Nickmas Game fea- 
turing the Denver Broncos and Los Angeles Rams on Christmas Day. The 
kidsnet also launched its new buddy comedy series That Girl Lay Lay, star- 
ring viral phenom Alaya High, and celebrated the 25th anniversary of Blue’s 
Clues with a year-long multi-platform campaign. 


BBC Children’s 


It was a pivotal year at the British pubcaster, with BBC Children’s In- 
House Productions folding into BBC Studios Productions (now called 
BBC Studios Kids & Family) in order to increase the commercial arm's 
financial returns by 30% within five years. Re-org aside, the pubcaster 
made a number of key commissions for CBeebies, CBBC and iPlayer, 
including The Junior Eurovision Song Contest, A Kind of Spark, Olga 
Da Polga, Supertato and Football Academy. The Beeb also greenlit 
season three of CBeebies animated series Pablo, which has a new look 
and narrative focus to resonate with all kid viewers, not just those on 
the autism spectrum. 


WildBrain 


Canada’s WildBrain Television had a fab year, led by the pre- 


miere of Lopii Productions’ drag entertainer storytime series 
for preschoolers, The Fabulous Show with Fay and Fluffy. 
WildBrain also championed Canadian producers with 10 
greenlights, including Ruby and the Well and Life with Luca 
(Shaftesbury), Take Note (Lambur Productions), Lucas the 
Spider (Fresh TV) and Summer Memories (Aircraft Pictures). 


The media company and its production arm score back-to-back wins in the category. 


Lightning has struck twice for 9 Story Media Group/Brown Bag Films, 
which took the top spot in the Hot50’s production category for a second 
year in a row. It was a big year for the studio’s new live-action division, 
which delivered Hello, Jack! to Apple TV+ and is now producing book 
adaptation A Kind of Spark for CBBC. 

The company hired its first-ever chief inclusion officer, Farrell 
Hall, to oversee its diversity strategy, and has pledged to be carbon- 
neutral by 2025 through a three-phase plan to measure, reduce and 
offset its emissions. 


“It means a tremendous amount for all of our staff to be acknowledged 
in this way,” says Cathal Gaffney, managing director of Brown Bag Films and 
COO of 9 Story Media Group. “In 2022, we produced our first live-action 
show, and we are well on the road to becoming a carbon-neutral studio. 
Our teams work hard to foster an environment where career progression 
can thrive, and having the opportunity to see our people create, develop 
and direct their own shows is always exciting. Ultimately, it’s about en- 
joying the process of producing quality shows—we love animation, and 
having a great culture is at the heart of it all.” 


Aardman returns to the top-10 producers list, capping 
off a busy year that saw it launch new series The Very 
Small Creatures on Sky Kids, as well as The Flight Before 
Christmas on Netflix and the BBC. The British studio 
also produced the short Our Planet Now Winning, 
based on a child’s idea, which it premiered for world 
leaders at the UN Climate Change Conference COP26. 
This is in addition to taking home a British Animation 
Award for its Netflix movie Robin, Robin and lining up 
a new feature film with Bend it Like Beckham director 
Gurinder Chadha. 


DreamWorks had a lot to celebrate last year. Its feature The Bad Guys was a hit, 
earning more than US$250 million worldwide, according to Box Office Mojo. 
(The film was also the first project greenlit by new president Margie Cohn, 
who stepped into the role in 2019.) In TV news, Netflix has ordered six seasons 
of its popular preschool series Gabby’s Dollhouse. And on Madagascar: A 
Little Wild, the studio brought in ASL and deaf representation experts, and 


featured a voice actor who is hearing-impaired. 


Blue Zoo got a B Corporation certification last year—meaning it meets 
certain standards around sustainability and transparency—after commit- 
ting to reduce its carbon footprint and increase corporate transparency. 
It also opened new digital and licensing branches to create and build out 
original IPs. Meanwhile, The Adventures of Paddington and Numberblocks 
are growing their audiences, and Netflix has ordered Blue Zoo’s comedy 
series Big Tree City. 
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Ireland’s Daily Madness marked the year with a company- 
wide strategy to bring more diversity to its projects through 
internships and hiring programs. New team members will be 
hard at work in 2023, producing animated comedy Goat Girl 
for Warner Bros. Discovery, KiKA and VRT, and preschool se- 
ries Ray of Sunshine for RTEJr. This is Daily Madness’s second 
year at number four in the Hot50 ranking. 


The Toronto-based prodco started production on Beyond 
Black Beauty for delivery in 2023 on Amazon's AVOD plat- 
form Freevee. And production has wrapped in Kenya on 


Jane, Sinking Ship’s most ambitious series to date, pro- 
duced with the Jane Goodall Institute for Apple TV+. 
The company’s first CG-animated series, Builder Brothers 
Dream Factory, is also set to deliver in 2023. 


Ludo 
Studio 


The ongoing strength of Bluey brought 
Australia’s Ludo Studio back into the top 
10 after a year away. This wildly popular 
preschool toon has racked up more 
than 480 million views on ABC and 
iview in Australia, and the brand is see- 
ing success with an album and books. 
Beyond the blue heeler, ABC Australia 
renewed Ludo’s Strange Chores for a 
third season. 


Fred Rogers Productions 


Fred Rogers Productions built out three successful shows in 2022. 


PBS KIDS renewed Donkey Hodie and Alma’s Way for second 
seasons, and both IPs are expanding with albums and books. Last 
but not least, Daniel Tiger’s Neighborhood, which generates more 
than 47 million streams per month on the PBS KIDS app, celebrat- 
ed its 10th anniversary with a new one-hour movie. 


Atomic 
Cartoons 


The studio animated 17 projects in 2022, including 
Marvel’s Spidey and His Amazing Friends and My 
Little Pony. It also delivered season two of Molly of 
Denali to PBS KIDS, and is developing and producing 
Oddballs with Netflix. Speaking of Netflix, the stu- 
dio developed, produced and sold preschool-skewing 
book adaptation Princess Power to the streamer for a 
2023 debut. 


Pipeline Studios 


Making its Hot50 debut, the Canadian prodco is fresh off the launch 
of PBS KIDS’ Elinor Wonders Why and Alma’s Way, and is producing 
Work It Out Wombats with GBH Kids for an upcoming US premiere. 
Meanwhile, Pipeline’s original preschool series Doggyworld 

is making a splash on Disney Junior and Disney+ in Latin 
America, and its feature film division is working with 
Nickelodeon on the latest SpongeBob movie. 


More inclusive content and AVOD growth drove the Irish distributor's success. 


9 Story Distribution International returns to the top spot after being a 
runner-up last year. In 2022, it focused on neurodivergent and LGBTQ+ 
characters, casts and crews. And buyers took notice, with CBBC green- 
lighting its new live-action series A Kind of Spark, based on the same- 
name book by Elle McNicoll, who is neurodivergent. 

“For us, receiving votes from our community is the highest accolade 
we could wish for,” says Alix Wiseman, SVP of distribution and acquisi- 
tions. “We are very proud to have closed 9 Story’s first landmark deal 
with CBBC for A Kind of Spark, which is not only the first show out of 


the gate from our new live-action division, but our first series where 
50% of the cast and crew are neurodivergent.” Wiseman also highlights 
an upcoming new series that “features a same-sex couple and their 
child, and models diverse family structures.” 

In other sales activity, 9 Story inked 19 deals for Daniel Tiger's 
Neighborhood last year—including a localized version for the BBC— 
bringing the iconic series’ reach to 180-plus territories in total. The 
distributor also grew its AVOD/FAST channel by 45%, and now boasts 
more than 8,600 half hours across Pluto, Tubi and Roku. 


Toronto-based WildBrain had another successful 
year of kids content sales to linear, PVOD, AVOD 
and FAST platforms. In particular, the company 
inked multiple streaming deals for series includ- 
ing Yo Gabba Gabba! (Apple TV+), Degrassi (HBO 
Max), Caillou (Peacock), Strawberry Shortcake and 
Chip and Potato (Netflix). It also acquired distribu- 
tion rights to third-party titles Jungle Beat (Sunrise 
Animation Studios), Carmen Sandiego (HarperCollins 
Productions), Ruby and the Well (Shaftesbury) and 
Summer Memories (Aircraft Pictures). 


London-based Jetpack had a very strong year, 
selling more than 2,600 half hours of program- 
ming through 125 deals in 150 territories, including 
China, Germany and CEE. Jetpack’s portfolio also 
grew considerably as a result of new partnerships 
with 48 producers, which added 55 titles, includ- 
ing Mechamato, Mimi’s World, DreaMARS and 
Biff & Chip. 


Hasbro/eOne returns to the Hot50 distribution 
top 10 on the strength of sales growth for its 
iconic franchises. After premiering globally on 
Netflix, My Little Pony: A New Generation be- 
came the most popular show in the platform's 
kids catalogue in 86 countries, while ViacomCBS 
snapped up CG-animated series Transformers 
Earth Spark. Hasbro/eOne also closed 105 dis- 
tribution deals for Peppa Pig, and 45 more for P/ 
Masks, with both linear and non-linear channels. 


Fourth-ranked Aardman gained momentum last 
year by securing multiple key deals, including a 
presale of animated series Interstellar Ella to 
Warner Bros. Discovery EMEA; and 11 licensing 
deals for its first toddler series, The Very Small 
Creatures, within six months of its release. 
Aardman also picked up worldwide distribution 
rights to Eagle Eye Drama’s CBBC-commissioned 
series Quentin Blake Box of Treasures. 


In 2022, the Workshop expanded its content partnership 
with Warner Bros. Discovery to bring more of its latest 
animated series to HBO Max, including Sesame Street, Mecha 
Builders, Bea’s Block and its version of family classic Charlotte’s 
Web. The company also expanded its global presence with 
distribution partners Super RTL (Germany), Warner Bros. 
Discovery (Latin America) and UNext (Japan). And it’s build- 
ing a new Sesame-branded early learning content hub with 
Discovery Education. 


BBC Studios Kids & Family's first-ever Hot50 distribution ranking 
can be attributed to the ongoing worldwide growth of its hugely 
popular series Bluey. In August, season three premiered on Disney+ 
and Disney Junior in the US, and the show launched in 60-plus 
additional countries last year. The Beeb’s commercial arm also signed 
several new deals for Bluey with linear channels in Europe and APAC, 


including Rai Yoyo (Italy), France 5, DR Ramasjang (Denmark), SVT 
(Sweden), RTEjr (Ireland), ERT (Greece) and EBS (South Korea). 


Boat Rocker put its distribution skills to the test last year, expanding the 
footprint of its flagship CG-animated preschool series Dino Ranch to 
more than 170 countries worldwide. The show, which now airs in more 
than 15 languages, debuted on several leading broadcasters in 2022, 
including Disney in Japan and Australia; TinyPop in the UK; and Super 
RTL in Germany. Boat Rocker’s distribution team also closed a 
multi-platform deal with Warner Bros. Discovery for seasons 

five to eight of live-action teen drama The Next Step. 


The London-based distributor brought its preschool series Kiri 


and Lou to US audiences on Nick Jr., and expanded its presence 
in Latin America with sales of more than 750 episodes from se- 
ries such as Total Drama Island, Trunk Train and My Knight and 
Me to Warner Bros. Discovery and US Hispanic channel Canela 
TV. CAKE and Kickstart Entertainment's joint-venture, CakeStart 
Entertainment, also started production on its first multi-camera 
comedy (Pretty Freekin Scary) for Disney. 
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The Toronto-based producer/distributor acquired distribution 


rights to its new live-action drama BBC co-production Phoenix 
Rise, as well as Lopii Productions’ educational preschool series 
The Fabulous Show with Fay & Fluffy. Sinking Ship also closed 
several key sales for its established hits, selling educational se- 
ries Odd Squad to France TV and HBO Max LatAm, and Dino 
Dana to Beijing-based SVOD Youku. 


It may have lost the first-place crown, but 
The LEGO Group continues to dominate in 
the licensing category. The Danish brickmak- 
er racked up several Toy of the Year (TOTY) 
Awards last February, including Construction 
Toy of the Year for its 3,772-piece LEGO Marvel 
Spider-Man Daily Bugle kit and Playset of the 
Year for its LEGO rendition of Boba Fett’'s 
iconic Starship from Star Wars. Rounding out 
its annual achievements, the company inked 
a new multi-year deal with subscription ser- 
vice Amazon Kids+ for its latest CG-animated 
adventure series LEGO Monkie Kid, which in- 
cludes the first two seasons of the show, a pair 
of specials and a range of tie-in playsets. 


The company’s CPLG business unseats 
LEGO from the category's top spot. 


Dethroning The LEGO Group in licensing is none 
other than Toronto-based WildBrain. It was a huge 
year for the entertainment company’s wholly owned 
CPLG business, which launched a new expansion in 
the APAC region and generated more than US$2.5 
billion in global annual product sales in 2021 with its 
iconic Peanuts brand. 

Additionally, the YouTube and Netflix relaunch of 
Strawberry Shortcake helped drive a wide CP pro- 
gram fueled by key licensees including global master 
toy partner Moose Toys; Penguin Random House 
for publishing in North America; and Bentex for US 
apparel. Meanwhile, the Teletubbies celebrated their 
25th anniversary in style with new Pride-themed 
activations, an audition on Britain’s Got Talent and a 
ighting ceremony at the Empire State Building. 

“This is a deeply rewarding accolade, especially as 
our industry is full of talented and collaborative peo- 
ple doing great things to innovate around IPs,” says Eric 
Ellenbogen, WildBrain’s CEO. “This recognition from 
our peers and partners underscores the value that our 


icensing expertise brings to brand management, and 
speaks to the work that our talented teams have been 
doing this past year to channel great creative work and 
unlock the potential of our and our partners’ brands.” 


The Pokémon 
Company International 


The Pokémon Company International makes its debut in the Hot 50’s licensing 
category in third spot, thanks to a wide range of 25th-anniversary brand activa- 
tions and partnerships. These include teaming up with consumer and lifestyle 
brands such as Levi's and Uniglo for new lines of apparel; delivering a suite of 
limited-time promotions through McDonald’s and General Mills; and launching 
a steady stream of product releases alongside Pokémon’s toy licensees Jazwares 
and Mattel. The strength of the brand's licensing programs also earned the com- 
pany License of the Year honors at the 2022 Toy of the Year (TOTY) Awards. 


9 Story Brands 


9 Story Brands makes its Hot50 debut at number five, showing that diversi- 


ty is good business with its global Karma’s World licensing program. To date, 
the CP division has signed on more than 50 licensees worldwide for the IP’s 
retail push, including Scholastic for publishing and Mattel for a new line of 
dolls with authentic textured hair. The company has also partnered with Black 
female-led companies such as CurlyKids HairCare to bolster representation in 
the CP space. 


Spin Master 


Spin Master's superhero strength as a DC Comics licens- 
ee did much to help the Toronto-based toyco retain its 
number-four ranking. On the heels of the retail launch 
of its Batman-branded action figures and transforming 
playset, Spin Master renewed its multi-year licensing 
deal with Warner Bros. Consumer Products and secured 
a new master toy license with Skydance Animation. 
This year will see the launch of a new range of dolls and 
vehicles based on Apple TV+’s upcoming CG-animated 
fantasy/musical Spellbound. 


Funko 


Funko returns to the Hot50, dropping neatly into the 
sixth spot. Collectibles remain the Washington-based 
toyco’s bread and butter, and 2022 saw it expand its 
iconic Pop! vinyl figure brand into new categories includ- 
ing collectible greeting cards and limited-edition soda 
cans. Funko also launched the Pops! With Purpose toy 
line, which links up some of the world’s most beloved 
licensed characters with philanthropic orgs such as the 
Make-A-Wish Foundation and RIVET. 


The viral success of Aardman’s iconic stop-motion duo Wallace & Gromit 
helped lock in the British prodco’s ranking, after racking up millions of views 
on TikTok with a 3D Gromit Mug by UK-based gift shop Half Moon Bay. 
Rounding out the year, the British animation studio launched a new 
publishing program with UK-based Macmillan Children’s Books for 


its latest musical IP Robin Robin, and created a new range of 
branded Wallace & Gromit dog outfits with Urban Pup. 


The Workshop unveiled plans to return to the toy aisle this 
year, inking a multi-territory deal with Florida-based Just 
Play to manufacture and distribute a new range of Sesame 
Street toys for preschoolers starting in 2023. Building on 
its existing theme park ventures, the non-profit opened 
Sesame Place San Diego—the first Sesame theme park on 
the West Coast—and launched a series of Sesame Street- 


branded educational play centers in South Korea. 


MM 


Despite slipping a few spots from its last Hot50 rank- 
ing, Mattel still had the power to drive new demand for 
its fandom-fueled brand Masters of the Universe. The 
LA-based toyco brought home the Action Figure of 
the Year TOTY Award for its new range of Masterverse 
toys last February, and launched a new He-Man Roblox 
game in April. It also posted a strong Q2, growing to- 


tal net sales for its action figures, building sets and 
games to USS1.2 billion (up 20% from 2021). And in 
executive moves, Mattel named Disney vet Josh 
Silverman as its new global head of consumer 


products and chief franchise officer. 


Jazwares rounds out the licensing category 


with several of the industry’s hottest licenses 
3) Q in its portfolio, including Fortnite, Roblox and 
CoComelon. Now ranked as the fifth-largest 
toyco in the US by the NPD Group, Jazwares is 
responding to rising consumer demand for its 
original Squishmallows plush line by expanding 


— the IP with two new powerhouse licensing part- 
ners—Disney and Pokémon. 


The Workshop dethrones 
reigning champ PBS KIDS 
with an inclusive and 
educational strategy. 


PBs) TALK 
ABOUT 


Moving up seven spots, Sesame Workshop earns 


top billing in digital media this year, breaking the 
hold PBS KIDS has had on the category since 2019. 

Since January 2022, the nonprofit has sought out 
digital paths to serve up its educational content 
and bring fans closer than ever to their favorite 
Muppets. Last spring, Sesame’s official YouTube 
channel rolled out short-form series Word of the 
Day (under the Coming Together racial justice 
initiative), along with a first-episode sneak peek 
of STEM-focused toon Mecha Builders. By fall, 
Sesame had teamed up with New York-based 


edtech company BEGIN to launch SEL-based and 
research-backed app Learn with Sesame. 

“The goal of our digital content offering is to 
deepen connections with families by creating 
unique and dynamic ways for them to engage 
with Sesame Street,” says Whit Higgins, SVP of 
international media and education and distribu- 
tion. “We're continuing the tradition of meeting 
kids where they are with authentic and meaningful 
stories, trailers and songs that keep them laughing 
and learning [while] making a positive impact in the 
communities we serve.” 


The US pubcaster continued its audio 
entertainment push by renewing pod- 
casts Molly of Denali and Pinkalicious 
and Peterrific and launching The Arthur 
Podcast in the fall to give fans new stories 
about the beloved animated aardvark in a 
fresh format. PBS KIDS also stood out with 
efforts to increase accessibility and diversi- 
ty in its digital content, adding bilingual of- 
ferings to both its video and gaming apps. 
Additionally, Emmy-winning web series PBS 
KIDS Talk About tackled topics like the pan- 
demic and coping with change at school. 


In its first year under Candle Media’s ownership, Moonbug has continued 


to grow its vast portfolio of digital brands, adding nursery rhyme network 


Little Angel (88 million YouTube subscribers) and Singapore prodco One 


Animation, the producer of Emmy-nominated series Oddbods (19 million 


YouTube subscribers). The company also adopted an NFT strategy, launch- 


ing tokens based on its popular IPs—including CoComelon and Blippi—on 


kids social media platform Zigazoo. 


Climbi 


ng up one spot from 2021, the Toronto-based prodco boasts some 


impressive numbers: Its educational Xavier Riddle’s Museum Maker game 


has hit 


more than seven million plays on the PBS KIDS Games app and 


website; digital initiatives based on Karma’s World made more than 


40 mi 
fourth 


lion impressions across all social media platforms; and the show's 
-season trailer is nearing seven million views on YouTube. To date, 9 


Story’s in-house YouTube business spans 16 languages and has generated 


more than 14 billion lifetime views. 


The AVOD network has racked up a trillion minutes of 
YouTube watch time since 2016. With growth supported by 
classic IPs like Caillou and Teletubbies, WildBrain Spark also 
branched out with new partners and platforms. In 2022, 
the company teamed up with GameFam to break MGA 
Entertainment's L.O.L. Surprise! into the metaverse with a 


major Roblox campaign. It also joined Poland’s Animation 
Café to co-produce the spinoff series Sunny Bunnies Sing- 
Along for YouTube. 


The LEGO Group last appeared in this category in 2017, rank- 


ing in the top three, but this is the first appearance for its 
Creative Play Lab (CPL) division. CPL earns the recognition 
thanks to its LEGO City Missions experience, which launched 
last summer. Accompanying the toy range is a downloadable 
LEGO Builder app that guides kids through the building pro- 
cess with an interactive animated story instead of the brand's 
usual paper instructions. 


Aardman 


The British animation studio makes a first-time ap- 
pearance in the digital media category’s top 10. Its 
popular stop-motion IPs, such as Morph and Shaun 
the Sheep, are building up strong YouTube viewership, 
with the latter’s channel nearing 10 million subscribers. 
On the gaming end, Aardman is working with French 
virtual reality developer Atlas V on the first Wallace 
and Gromit VR experience, set to launch in 2023 on 


Meta’s Oculus store. 


Headspinner 
Productions 


The indie prodco makes its Hot50 debut this year, thanks to rap- 
id growth from a successful digital-first strategy to develop web- 
based content featuring YouTubers with big followings. And its 
2D-animated series Denis and Me (based on YouTuber Denis 
opotun) has accumulated more than 27 million views since 
launching in September 2020. Next up, Headspinner is 
producing web series Gisele’s Mashup Adventures, 


featuring an animated avatar of popular TVOKids 


preschool host Gisele Corinthios. 


Cartoon Network 


Cartoon Network powered up its Redraw Your World multiplatform 


content in 2022 with an inspirational drum-heavy rock anthem from 
teen music phenom Nandi Bushell that’s nearing 6.5 million views on 
YouTube. The kidsnet also grew its eco-conscious Climate Champions 
social campaign to provide kids with more online tools and resources 
to combat climate change. The campaign partnered with student- 
focused initiative Climate Action Project to inspire kids with daily 
online and offline challenges to help protect the planet. 


Spin Master 


Not only has Spin Master entered the top 10 in digital 


media for the first time; it also made digital media his- 
tory after Roblox rolled out a full season of its Bakugan: 
Battle Planet series—marking the first time a complete 
season of a TV series has been available to stream 
on the gaming platform. Spin Master also added 
six international PAW Patrol YouTube channels to 
its roster, and more than doubled its Monster Jam 
Revved Up Recaps views. 


